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Shanghai World Expo Logo Design from the 
Perspective of Modern Brand Designing 

Lei Cheng Cheong 

Abstract:
Event logos are a very important means of modern brand communication, revealing the 
cultural context and graphic meaning embodied in the logo, and presenting the total visual 
identity of a brand. This graphic meaning should attain an international standard as a kind of 
communication without verbal language, enhancing its persuasiveness and symbolism. This 
study discusses the design of the Shanghai World Expo logo from the perspective of modern 
brand designing, as well as its implications for the concept of design.  

Key Words: 
Brand identity, logo design, Shanghai World Expo 




